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A feminist stylistic analysis of female representation in Malay beauty product 
advertisement on Instagram 
 




Advertisements today not only convey something other than data on items' capacities or 
functions but they also convey the stereotypical perception of women. This research aim to 
look at the how women are being potrayed  in advertising language from the point of view of 
Mills' (19998) Feminist Stylistics on entirety. This research investigates stylistic features that 
were  followed  by the guidelines made by Verdonk (2002)  to reveal the degree to which 
winning perspectives on female are either kept up or tested. In this study, 150 beauty product 
advertisement texts were selected for  analysis with approximately 14000 words.  It inspects 
how advertiser utilize language to potray women and it  adds to such delineations in Malay 
beauty product advertisement in Instagram. Findings reveal that the stylistic features utilized 
in the advertising  language uncover attributes that are typically endorsed to women This 
reserach would like to contribute in improving promoting rehearses, just as to give 
mindfulness in teaching purchasers to be progressively basic when interpreting advertising 
language.  































Analisis feminis stilistik bagi pemaparan wanita daam iklan  produk kecatikan Bahasa 
Melayu di Instagram  
 
AINA NADHIRAH BINTI MOHD ZAIDI 
 
Iklan hari ini bukan sahaja memamparkan  lebih daripada sekadar maklumat mengenai fungsi 
sesuatu produk tetapi ia juga  berfungsi untuk  memaparkan kepercayaan stereotaip mengenai 
kewanitaan. Kajian ini bertujuan untuk menyiasat pemaparan wanita melalui bahasa 
pengiklanan dari perspektif Mills ’(1998) Feminis Stylistics secara keseluruhan. Penyelidikan 
ini menganalisis fitur stilistik berdasarkan garis panduan yang dibuat oleh Verdonk (2002) 
dalam menganalisis fitur stilistik untuk mengetahui sejauh mana pandangan masyarakat 
terhadap wanita pada masa kini sama ada dipertahankan atau dicabar.  Dalam kajian ini, 
sebanyak 150  teks ikln produk kecantikan  dalam bahasa Melayu di Instagram dipilih untuk 
dianalisis dan merangkumi lebih kurang 14000 patah perkataan.Ia mengkaji bagaimana 
pengiklan menggunakan bahasa untuk menggambarkan wanita dan bagaimana bahasa 
menyumbang kepada penggambaran sedemikian dalam iklan produk kecantikan Melayu di 
Instagram. Hasil kajian menunjukkan bahawa ciri-ciri gaya yang digunakan dalam bahasa 
pengiklanan mengungkapkan sifat-sifat yang ditetapkan secara stereotaip kepada wanita. 
Kajian ini berharap dapat memberikan sumbangan dalam meningkatkan amalan periklanan, 
serta memberi kesedaran dalam mendidik pembeli agar  dapat mentafsir bahasa pengiklanan 
dengan lebih baik. 
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                                                              CHAPTER 1 
 
                                                           INTRODUCTION 
 
 
1.1 Background of the study 
Advertising plays an importance role in selling the products thus the physical parts of an 
advertisement that mostly contain of pictures, words, slogans and others are able to atrract 
consumer to buy the products. Nowadays, there are many form of advertisements such as in 
digital poster, banner and social media post and if this discourse is done accurately can affect 
the general public or focused group. 
 
According to Knoll (2016) currently, social media like faceboook, twitter and instagram 
is the most growing advertising method because it is easier for everyone to acess this 
advertisements via the advancement of technology. According to (El-Daly, 2011), an 
advertising text is text is viewed as ground-breaking and unlimited discourse which contains 
a lot of data to be analyzed Advertisement help to boost sales and be a positive mechanism 
for business if the advertiser used the right persuasive language embedded within the 
advertising text.. Gustafsson (2018) revealed that the used of persuasive language such as 
booster, engagement marker and self mentions help the advertisers to persuade the buyer to 
buy the product. Nevertheless, there are also negative use of advertisement such as the 
manipulation of gender potrayal and manipulation of language especially in the 
advertisement in beauty product with regard to the study. Eventhough the beauty industry is 
one of the quickiest and encountering rapid growth, the possibility for the advertiser or the 
seller to control sexual orientation has never lose it significance, causing worries in portrayals 
of feminity. The language in advertising, despite mere word play that exhibit creativity and 
engage buyers, bring up the issues of what actualy translate to society about womenThe 
publicizing language now and then impart destructive, basic message that could bring about 
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ladies bening saw as sex items, latent and undignified. Nur Syuhada Mohd Radzi and Musa 
(2017) in their study revealed that advertiser incorporate words that eventually depicted 
women as‘immature’ and ‘small-minded’ such as words ‘party’, ‘play’ and ‘clubbing’ in 
naming their product while Habiba (2010) also agreed that advertiser use language that 
potrayed woman as sexual object that ready to satisfy men’s sexually. This is because 
according to (Gill, 2008; Zimmerman & Dahlberg, 2008; Perez, 2013) if the advertiser insert 
sexuality in their product, the buyer will be attracted to buy it because of the fact that ‘sex 
sells’. 
 
 Besides, advertiser also inserted the sense of inadequacy in the advertisements where 
they properly depict female-role desires dependent on product and society recognition. 
Brown and Knight (2015) in their  anti aging study found that advertiser ingrain feeling of 
deficiency in ladies to which they in the end react by buying the promoted items to fix the 
maturing so that they will appear beautiful in society. Kaur, Mohamad Yunus and Arumugam 
(2013) agreed that advertiser used invoking inadequacies techniques by using words 
‘wrinkles’, ‘puffness’ and ‘dark circles’ in their advertisement. These names seems to give 
their buyer ‘hope’ and the buyer will perceived that the product can help them to ‘ammend’ 
their flaws and ‘transform’ them into soemone who are more beautiful as what an ideal type 
and perfect woman should be. This indirectly will caused woman to use beauty and cosmetic 
tool just to meet the social and society expection of beauty (Reventos, 1998; Merskin, 2007; 
Britton, 2012; Benjarongkij, 2014). 
  
Notwithstanding extensive examinations of female depictions in advertisements, minimal 
observational consideration conducted to investigate representation of women in beauty 
product advertisement advertisements especially in social media, Instagram (Nur Syuhada 
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Mohd Radzi & Mahfuza Musa, 2017). Studies will in general spotlight on language features 
utilized in advertising language without basically dissecting women portrayals and concealed 
plans endorsed in the advertisement (Noor, Mustafa, Muhabat and Kazemian, 2015). 
Subsequently, more research need to be done especially in investigating women portrayal in 
beauty market , particularly  because the language of advertising language is powerful in 
forming esteems and convictions. Countless investigations were directed on language and 
advertising, but yet note that study consolidating feminist stylistic as base is restricted. Thus, 
the current study is ideal to increase the number of research in stylistic analysis and women  
study and to see to what degree beauty industry propound the gendered belief systems. 
 
1.2 Problem statement 
The detection of female representation in beauty product advertisement thus demands a 
new persective to how features of this discourse can be uncovered. This calls for a deeper 
understanding of language use within beauty advertisement beyond the lexical and semantic 
level. A large-scale analysis of gender representation in beauty product will be able to reveal 
the hidden agendas prescribed on the language in the advertisemnent. The mainstream 
researchs on advertisements are notably skewed towards two clusters, namely (i) research on 
gender role portrayals in advertisements and (ii) language in advertising. However, it is 
observed that while advertisements are generally created to attract the attention of a specific 
target group, women are often utilised as part of the promotional mechanism; regardless of 
whether they are the target group or otherwise (Shah & Saher, 2019). 
 
Although the measures to curb gender differences and social injustice as well as the 
exploitation towards women in language of advertising, the current approach of depending 
solely on language and gender potrayal extractions of related texts is indeed unsufficient. 
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This nationwide study, therefore aims to adress the gap in previous study of language and 
advertising by incorporating feminist stylistic framework . Given the power of advertisememt 
in spreading social belief, one-sided depictions of women assert and maintain the male 
dominance. Besides, in the media, social role held by women seem to de depicted less that 
man, thus indicate women are undeperforming group. These are what described by several 
ressearchers as troubling because these stereotypes is incorrect in the society (Wolf, 1991; 
Gill, 2003). Thus this study aims to analyze the female representation in the Malay beauty 
product advertisement in Instagram through the stylistic features used by the advertiser or the 
seller. 
 
1.3 Aim and Objectives 
The study was conducted to examine the use of language in Malay beauty product 
advertisements by online seller on Instagram and how language contributes to depiction of 
women in the light of feminist stylistic. This research aim to examine the  female portrayal 
through advertising language from Mills (1998) feminist stylistics point of view. This study 
investigates the content of advertisement at stylistic features in order to to reveal the degree 
to which winning perspectives on female are either maintained or tested. Likewise, a stylistic 
analysis would give the fitting instruments to ponder potrayals and the points of view, 
inspirations, thinking process, feelings, behaviours, and needs of the women characters. By 
analysing the words and language used by using feminist stylistic analysis the reliable 
potrayal of women that are being minimized by society can be made. 
There are two objectives of the study which are: 
1. To identify stylistic features used in the Malay beauty products advertisement in 
Instagram. 
2. To analyse the extent of these features'  contribution to the representation of female. 
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1.4 Operational definition of terms 
1.4.1 Advertising language 
According to Lapsanka (2006), advertising language is characterize as a voice that 
advocate, empowers, inquires, declares and profoundly inserts into peoples’ minds. The 
language has features  that able to persuade the  buyer to buy the product. In the relation with 
female representation in advertisement ,researcher wants to look on how the advertiser or the 
seller use the language in their advertisement and how much the buyer realized about the idea 
of representation of female behind the language used by the advertiser. 
 
1.4.2 Feminist stylistic 
This term is one of stylistics which expects to represent the manner by which gender 
concerns are semantically prescribed in text, and which attempt to do as such by applying 
some of the framework (Montoro, 2017). Feminist stylistic elaborate investigation is 
concerned not only to portray sexism in a book, yet also to separate the way that point of 
view, organization, analogy, or transitivity are shockingly immovably related to issues of 
sexual orientation. Thus, this research tends to investigate the way of the Malay beauty 
product advertiser employ stylistic features highlights which explicitly venture female and 
how the way readers advertly or inadvertly distinguish explicit gendered meaning in 
advertisement by applying Mills (1998) Feminist Stylistics. There are three area of analysing 
that was proposed by Mill’s which be looking at word level, phrase level and discourse level. 
In this research, analysis at word and phrase level will be follow the outlined by Verdonk 
(2002) stylistic features, while analysis at discourse level will be guided by the outlined made 
by Mills (1998) feminist stylistic. According to Mill’s analysing at discourse level fall into 
four areas which are characterization, fragmentation, focalization, and schemata. However, in 




Mills (2005) said characterization happen when that stereotypical notions often  
analysed and it gave information about the  words and language chosen in describing 
character in a text. This is found in the various text portraying men and women and the 
reason of all these to happen have to identified to uncover the typical representation.For 
instance, male characters are depicted by general appearance, by using terms, such as 
‘sandcoloured’, ‘bulky’, ‘broad’, and ‘stocky’ while female, the portrayals are concerned on 
sexual engaging quality and sexual acctarctivenes for instance, 'she has a nice lips' suggest 
that females characters here are characterized to please male (Mills, 2005). 
 
1.4.2.2 Fragmentation 
Fragmentation is a process occurred when characters in texts are described in term of 
their body part rather tha their individual characters (Mills, 2005). Fragmentation of the 
female is where female represented as an object to satisfy men and according to Mills (2005) 
women are often fragmented into anatomical elements compare to such representations of 
men.  
 
1.4.2.3 Schemata  
According to Mills (2005) schemata is a set of preconstructed narrative choices that 
works beyond the small scope  to deliver various view of male and females. In studying the 
schemata of texts, previous works have found out that women are portrayed as objects that 






1.4.3 Stylistic features 
Stylistic define as a study of different styles that are present in the text or the utterance 
of the character (Prasannata, 2017). The stylistic features is a techniques or devices used to 
give an auxiliary meaning, idea or feeling to the literal or written. In this reserach, the 
researcher use the guideline outlined by Verdonk (2002), in analyzing the stylistic features. 
Verdonk (2002) has outlined 17 stylistic features but in this study researcher will only 
analysed 7 stylistic features in the Malay beauty product advertisements in Instagram. The 
stylistic features that are going to be analyze are compounding, blending, coinage, sexist 
words, sexual connotations, animal connottations, and male connotations. The below 
definitions are by Verdonk (2002) while the analysing of stylistic features in the Malay 
beauty advertisement will be follow the example as has been outlined in the study made by 
(Nur Syuhadah Mohd Radzi &Mahfuza Musa, 2017) in their study title ‘Beauty Ideals, 
Myths and Sexisms: A Feminist Stylistic Analysis of Female Representations in Cosmetic 
Names’. 
 
1.4.3.1 Compounding  
Compounding is the process of combining two or more words (free morphemes) to create 
a new word . This process can be understood clearly based on some examples data in the 
study made by Nur Syuhadah Mohd Radzi and Mahfuza Musa (2017). For example, lexical 
‘sugarbom’ appear from the process of combining the word ‘sugar’ and ‘bomb’ 
 
1.4.3.2 Blending 
Blending is the process of joining the beginning of one word and the end of another to 
make a new word with a new meaning. Based on the study made by Nur Syuhadah Mohd 
Radzi and Mahfuza Musa (2017) the example of blending can be seen in the lexical 
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‘lashgasm’ which involves a process of joining between the word ‘lash’ and the end of the 
word ‘orgasm’ which is ‘-gasm’ 
 
1.4.3.3 Coinage 
Coinage is the word formation process in which another word is form either 
intentionally or unintentionally without utilizing the other word formation process and 
frequently from apparently nothing. Based on the study made by Nur Suhadah Mohd Radzi 
and Mahfuza Musa (2017) the example of coinage can be seen in the lexical ‘beautinizer’ 
which does not have meaning in dictionary. 
 
1.4.3.4 Sexists words 
Sexists words is the words used to discriminate against women and to belittle and 
trivialize those activities associated with women . Based on the study made by Nur Suhadah 
Mohd Radzi and Mahfuza Musa (2017)the example of sexist words are the phrase ‘hot 
mama’ and ‘sexy bitch’ which potrayed woman in a sexual way. 
 
1.4.3.5 Sexual connotations 
Sexual connotations is subjecting a person to any act of physical intimacy iminate 
against women and to belittle and trivialize those activities associated with women . Based on 
the study made Nur Suhadah Mohd Radzi and Mahfuza Musa (2017) the examples of sexual 
connotattions are when women are subjected to word and phrase like ‘foreplay’,’orgasm’ and 






1.4.3.6 Male connotations 
Male connotations is a feeling or idea that is suggested by a particular word that 
associate to male although it does not need  be a part of the word's meaning. Based on the 
study made by Nur Suhadah Mohd Radzi and Mahfuza Musa (2017) the examples of male 
connotattions can be seen in the examples of the phrase ‘Anita boytoy’ , ‘Daddy’s little girl’ 
and ‘Boyfriend cheater’. The words ‘boytoy’, ‘daddy’ and ‘boyfriend’ are all associate with 
men . 
 
1.4.3.7 Animal connotations 
Animal connotations is a feeling or idea that is suggested by a particular word that 
associate to animal although it need not be a part of the word meaning. Based on the study 
made by Nur Suhadah Mohd Radzi and Mahfuza Musa (2017) the example of animals 
connotattions are the phrase like‘zebra mascara’ ,‘this litttle piggy’ and ‘aqua bunny bronzer’. 
The words ‘zebra’, ‘piggy’ and ‘bunny’ are all associates with animals. 
 
1.4.4 Female representation 
Representation means an image or object that suggests or refers to something else, a 
process in which something by association or convention represents something else 
(Lombardo& Meier,2016). Female representation is define as how women are discursively 
constructed, and in how symbols stand for or symbolically represent gender. In this research, 
researcher are interested in how women are constructed in advertisement discourses, what 






1.5 Significance of the study 
Advertisement is a kind of correspondence used in selling things and administrations. 
Advertisemnets are proposed to dazzle, yet notwithstanding get thought, persuade, offer and 
contribute towards satisfaction (Haider & Shakib, 2018). This study is imperatively essential 
as advertisements, through its use of language and images have proven to be a powerful 
influence in shaping the value system and belief of a notion, community and individual (Nur 
Suhadah Mohd Radzi and Mahfuza Musa, 2017) .Globalisation instrumentally the internet 
will spread the values and beliefs rapidly to almost all parts of the world. As this study will 
uncover the female representations and embedded agendas prescribed in the Malay beauty 
product advertisement on Instagram, it will therefore highlight the elements of manipulation 
used in the advertisements.This study hopes to contribute to the awareness of female 
manipulation in advertisements, towards the building of a well-informed, self-assured and 
confident female community in Malaysia. 
 
Past research studies have been done mostly on two cluster which are gender role 
potrayal in advertisement and the language of advertising. Saher and Shah (2019) analyzed 
the portrayal of gender in the beauty product advertisement in magazine. The research 
uncovered that the portrayal of sexual orientation is more strategy than any rhetorical tools 
particularly the portrayal of female in all promotion is viewed as fundamental to sell the item 
while Abdullah and Sarudin (2016) analyzed text in advertisement by using multimodal 
theory in Petronas advertisement. The study revealed that, advertiser used  vocative element 
the most which is pronoun 'us', 'our' and 'we' to engage more with the buyer and have the 
sense of closeness. It is observed that past researchers only skewed toward these two cluster 
without further analysing the reprsentation of female especially from the feminist stylistic 
analysis thus on this study, reseracher will focus on i) stylistic features in relation to female 
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representation in advertisement, ii) the use of feminist stylistic as framework for 
advertisement analysis, iii) Female representation in advertisements on social media 
platforms and  iv) female repersentation in Malay beauty product advertisement. 
 
1.6 Summary  
This chapter give a brief overview of stylistic features, how it relates to feminist 
stylistics study in the advertisement as a medium of the representation of women that is used 
diversely. Other than that, it likewise the spread the point and goals of the study. This 
research is intended to address the issues of the examination in researching how female are 
potrayed in the Malay advertisements and how the Malaysia' s society saw this sort of 
portrayal. This study make certain to address the issues of future exploration in researching 







                                                               CHAPTER 2 
                                                     LITERATURE REVIEW 
 
2.1 Advertising language and the fear of inadequacy 
Advertising that consist of great words and well-arranged sentence structure made it a 
complex disccourse that help in promoting product (Goddard, 1998). If advertising discourse 
is used and applied correctly, it is so impactful that it will effect the society, general public or 
any particular group with remark to its power in conveying message. Advertising text is seen 
as compelling and inevitable talk which contain a lot of data  to be investigate simply because 
its inferable from its overarching nature (Goddard, 1998; El-daly, 2011).As beauty industry 
experiencing a fast growth  in the current world right now thus the impact arise from the 
beauty advertisement are undoubtful. This can be seen on the impact of beauty advertisement 
that able to bring forth a society that are so into and obesss towards beauty especially among 
women because  women are the main target of the beauty product. 
 
Study by Kaur, Mohd Yunus and Arumugam (2013) investigate on the utilization of 
language in beauty advertsisement and and techniques employed by advertiser to control and 
impact their clients. This investigation inspected 58 beautty products names in two well 
known local magazines, which are ‘Cleo’ and ‘Women's Weekly’ by applying Fairclough's 
Critical Discourse Analysis in dissecting the data. This study revealed that advertiser used 
invoking inadequacies techniques by using words ‘wrinkles’, ‘puffness’ and ‘dark circles’ in 
their advertisement. Based on the names like these, advertiser seems to instill the sense of 
insecurity and low self esteem in the buyer’s self because these products seems to give their 
buyer ‘hope’ and the buyer will perceived that the product can help them to ‘ammend’ their 
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flaws and ‘transform’ them into soemone who are more beautiful as what an ideal type and 
perfect woman should be. 
 
Another study by Brown and Knight (2015) revealed that adverstiser inserting sense 
of inadequacy in advertisement where they implemented in women how beautiful should look 
like. By using content analysis method,  the analysis of two Aautralian magazine which is ‘ 
The Australian womne’weekly’ and ‘The Australian Vogue’ is done by Brown and Knight 
(2015) that consist of 710 advertisements in total.Based on this study, the researcher found 
that the term ‘anti-aging’ present in a great numbers and it emerged that the advertiser was 
trying to convey a message to women that aging is indecisive aand forgivable . Therefore, 
from these terms, advertiser control ladies' weakness, making a feeling of deficiency in 
women which they inevitably react by buying the publicized items to fix the maturing issue 
so as to glance lovely in the public eye. 
 
Tehseem and Kalsoom (2015) proved that advertiser used such vocabulary such as 
‘deep-set wrinkles’, ‘phenomenon of aging’and ‘smudge messy’ to invoke inadequacies in 
their customer. 10 cosmetic advertisement in fashion magazine were analysed by using 
qualitative analysis in the light of discourse and semiotic analysis by using Fairclough’s 
Critical Discourse Analysis and social semiotic theory in order to examined what are the 
language that advertiser used to connstruct ideologies of people in the feminine persepective. 
Women will preceived cosmetic and beauty poduct as an instrument to meet their 





Additionally, there are likewise study made by Sheik and Shuaib (2018) to investigate 
the utilization of language and visuals inbeauty product commercials and techniques utilized 
by publicists to control and effect their buyers.Five promotions from English neighborhood 
magazine which is 'SHE' magazine have been chosen and broke down semantically and 
outwardly. The examination utilized textual analysis under Fairclough's Three Dimensional 
Model (1995) In this study is shown that advertiser used negative adjectives to evoked 
inadequacies in woman such as ‘Revitalift’s Formula’, ‘Pro-retinal’, ‘Elastic-flex in anti 
aging cream’. Advertiser evoked sense of insufficient and anxiety in one-self by utilizing 
descriptive negative words because they wanted women realize that they need to avoid those 
wrinkles in order to match with the definition of ideal beauty standard in the society. Thus, as 
the result, women will purchase this because they feel this cream can help to solve their 
problem. 
 
In the sense of Malaysia context itself, an analysis was carried out by Kwan, Ahmad and 
Ahmad (2019) on beauty advertisements in Kuala Lumpur, Malaysia on confidence and 
purchasing conduct among young ladies between the ages of 18 and 24 years of age. A 
quantitative approach was introduced to look at the collection of online records and 
questionnaires for 216 young ladies in Kuala Lumpur. The results showed that 67.1% of the 
respondents contrast themselves with the models in beauty characterized advertisements and 
it has brought about low confidence .This  show that advertiser success in manipulating 
the experience of inadequacy in purchaser and patron. With the guarantee that beautifying 
agents give a perfect picture, more youthful women consider that makeup will revamp them 





2.2 Advertising language and the notion of sexuality 
Advertisers ' ability to control the advertising and marketing industries has been limited. 
Even though it's not easy to influence, it's even harder to make a long-lasting impression. 
Subsequently, business text is deliberately made to assemble impact through inventive 
pleasantry, a dash of erotic nature and sexual innuendoes, specifically as a result of the offer 
of sex and intercourse..There are several studies that show theadvertising and advertising 
language described women in sexually provacative ways but futher misrepresented.In the 
study made by Habiba (2010) found that advertiser use language that potrayed woman as 
sexual object that ready to satisfy men’s sexually. Words like ‘play’and ‘naked’ are heavily 
used in beauty advertisement in magazine. This study analysed advertisements that are 
collected from eight British women magazines. Analysing of data is basing on textual 
analysis that examined words and vocab used. Such words that are used in the advertisement 
arise a stigma where women are potrayed negatively. Consequently, it may not be an 
astonishment to discover that a great deal of promoter utilize provocatively named with 
uncouth and scandalous terms, for example, that potrayed lady adversely. 
 
Shaikh, Bughio and Kadri (2015) shows that advertiser use language that make ladies to 
be viewed as the article rather than individual and this picture of ladies as a sex item or 
treatment individual remain in the tops of the individuals. In their reserach on the potrayal of 
people in TV advertisements. In their study on the potrayal of of men and women in 
television advertisement they analyse advertisement on television by using Fairclough’s 
Critical Discourse Analysis as a framework. This study revealed that advertiser use language 
that portrayed man as an individual who appears to be pulled back and remains a ways off 
from housework, though lady is demonstrated totally associated with home. The state secretly 
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instill that lady must not check out open issues and outside work in such proclamation like 
'do the harder a spouse works, the lovely she appears!' 
 
Yasmeen (2017) studied the representation of female in fenale orientated commercials in 
electronic and print media , with unique reference to jargon components. With the guide of 
utilizing a consolidated methodology structure of quantitative and subjective in breaking 
down records, the study discovered that alarming scope of respondents have indicated 
strongly unfavorable personality at the slanted portrayal of ladies as intercourse devices, 
glamour, and beauty through their language of promoting. This demonstrated despite the fact 
that impression of women's delineation in promoting and showcasing are experiencing 
wonderful adjustments and those view this example as a marker of social augmentation; yet 
the overall depictions of ladies endorsers in publicizing and promoting keep to have 
misogynist streotypes propensities and sex speculations. 
 
2.3 Female representation in advertisement 
One of the significant reactions of commercials today is that ladies are depicted in 
explicitly stimulating manners, yet additionally wrongly potrayed In Jones and  Reid (2010) 
study, they found that women are consistently delineated in 'precarious' and 'prohibited ways'. 
There have been significant study that investigate the characterizization of women 
concerning to men. Study  made by Cobbaert (2019) investigate the relations between 
representations of gender and sexuality in Australian alcohol advertisements. Her findings 
showed that thirty percent of advertisements featuring only women use this representational 
technique, as opposed to five percent of images of men. This portrayal, conveying women’s 
bodies as being fragile, draws on women’s perceived need for assistance due to lack of 
autonomy, and reliance on men for economic stability and physical protection. In this study, 
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74 alcohol advertisements produced between 2012 and 2017 targeting an Australian audience 
were the samples and used to investigate gender stereotyping by using content analysis and 
semiotic analysis. Thus, this sorts of representaion of women pass on the possibility that 
women need to show up within the sight of men and in the end are subject to them. 
Additionally, women  are likewise depicted as sex objects or as cheerful housewives who 
joyfully take care of their children and family. 
 
A study by Jha, Raj and Gangwar (2017) investigate how gender are potrayed in 
magazine advertisement by using semiotic analysis.The researchers have been randomly 
selected two magazine of year 2016 which is ‘Femina’ and ‘Cosmopolitan’ magazine. This 
study revealed that most of the advertisement potrayed women as sex object and under the 
dominance of man such in the situation of resting on their sides on their backs, truly situating 
them closer to the grounds, men holding teir body and resting on the bed. With this sort of 
portrayal, ladies are potrayed as sex question and appear to be leveled out of men. 
.  
Besides, a study made by Caroline & Li (2015) demonstrated that in advertisement 
women are likewise potrayed as ‘happy housewife’ representing the myth that women should 
just remain at home and dealing with the kids. They inferred that sexualization likewise 
develops when ladies are reprsented as mediocre when identified with her ability and 
potential, producing in a belittling female perfect, for example, the instance of the 'happy 
housewife', which is symbolized by giving the lady a customary, exhausted and decorative 
part in the promotion. This study analysed related to fashion and lifestyle in the seven 




Other than being potrayed as sex items and traditional role like housewife and mother, 
in the advertisement women also depicted as decorative role in the advertisement as proved 
by a study made by Agullo Pastor (2017) that examined print and advanced advertisemet 
from dedicated to design and fragrances to computerized stages and databases by utilizing 
literary examination. This examination found that ladies are potrayed as embellishing job 
when she doesn't interfaced with the item that is being advanced yet she shows up in a 
beautifying sexual position such position like facing the divider with a strange face 
irrefutably welcoming man to join her, just as verifiably connecting the advanced item with 
sex. Accordingly, aside from her embellishing role,women are additionally shown as a sexual 
instrument for men's pleasure and diversion, abandoning her character and respect. 
 
Kumar (2017) in his study that analysed the representation of women in advertisement 
also showed that advertiser does not really highlight the features of the products that they 
want to sell but rather than to focus on how to women are potrayed in the advertisemen For 
example, in the car advertisement, the women are seem can  be purchase together buy anyone 
that bought  the car as opposed to featuring the featueres highlighted  of the car. He analysed 
four advertisements of different themes such as soap advertisement and car advertisement by 
using content analysis. 
 
2.4 Stylistic and feminist stylistic  
The wrong potrayal of women such as potrayed woman with sex objects and under the 
dominance of man has arise a debate by feminist because they are concern on this issue. . 
Consequently, scarcely any examinations had been done in the region of women's feminist 
stylistics to break down this sort of portrayal of ladies in the light of women's feminist 
stylistic. Studies on women's feministt stylistics has been composed by Nur Syuhadah Mohd 
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Radzi and Mahfuza Musa (2017) entitled “Beauty Ideals, Myths and Sexism: A Feminist 
Stylistic Analysis of Female Representations in Cosmetic Names”. Their research tend to 
investigate how advertising language potrayed gender from feminist perspective. The naming 
instrument are investigated at word and expression level, complex highlights and rethorical 
tools. In this study, stylistic features are analysed using Verdonk (2002) stylistic features and 
the researcher use Mill’s (1998) Feminist Stylistic theory as a whole to analysed the 
representation of women in the advertisement. There are 17 features which is capital letter, 
punctuation, compounding, blending, coinage, mispellings, acronyms, intensifiers, sexist 
words, foreign words, place names, animal connotations, male connotation, celebrity names, 
idiomatic expressions, sexual connotations and cliches. Based on the findings, the stylistic 
featues that advertiser used the most used, is sexual connotations (16.8%) and sexist words 
(12.94%). Hence this shows the discoveries comparable to expressive highlights used to 
portray the corrective items propose that publicists don't hate or challenge the cliché portrayal 
of ladies. Truth be told, contorted perspectives towards ladies are probably going to be 
encouraged by advertisers 
 
Montoro (2012) analysed a novel genres 'Chick Lit' by applying corpus stylistic analysis 
which she endeavoring to study the linguistic and stylistic features of the text in the novel. 
She utilizes various procedures in analysis and as to the corpus stylistic analysiss, Montoro 
accumulates a corpus running into 650,000 words of six novel . She conclude that the novel 
she has explored give less consideration to anatomical matter than the text in the corpus, and 
that the body issue and appearance that are so frequently portrayed by researchers don't 
appear to show linguisticaly as references to anatomy are under-utilized as to other kinds of 




Women's activist stylistics itself is an ongoing advancement under stylistics. Mlls (2005) 
has been characterized stylistics as the examination of the language of abstract writings, 
generally taking its hypothetical models from phonetics, so as to attempt this investigation. 
Women's activist hypothesis keeps up that ladies as a gathering are dealt with severely and 
uniquely in contrast to men and that they are dependent upon individual and institutional 
separation. She  joining women's activist hypothesis into stylistics, in this way Mills 
concocted her hypothesis on Mills' (1998) Feminist Stylistics.Thus, a study by Wulandari 
(2018) used Mills’s (1998) Feminist Stylistic analysis theory in analysing how women are 
presented in a text. All the word data from the novel ‘Speak’ are analysed basing on Mill’s 
(1998) Feminist Stylistic theory that involve three level which is word level, phrase level and 
discourse level. Investigation at this level features on sexual direction tendency that can be 
found in the use of individual words or lexical things. moment articulations, presupposition 
and conclusion, representation, jokes or amusingness, and transitivity choices while at 
discourse level the information are dissected at four zones which are portrayal, discontinuity, 
centralization and schemata. This investigation uncovered that the portrayals of ladies divided 
into anatomical components and parts of their body, for example, 'her hair turning dark and 
her butt hanging and her skin wrinkling'happened to show up in commonly contrast with the 
potrayal of men. 
 
Al-Nakeeb (2018) in his study revealed that men and women bodies are similarly 
fragmented, however they are delineated diversely where women characters in the novel are 
presented as far as their physical engaging quality and sexuality while their male partners are 
centered by means of their hues, physical inadequacies, abilities, character and the degree of 
power they have. He analysed text in a one-novel corpus which is Final Flight From Sanaa, a 
Yemeni novel by using Mill's (1998) Feminist Stylistic theory. 
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Jeffries (2007) used the same theroretical framework of Mill’s (1998) Feminist Stylistic 
but he added critical discourse approach to analyze the the construction female body in a 
advertisement text. He analysed 86 texts got from ladies' magazines; basically slimming 
pregnancy and plastic medical procedure magazines The significant finding of the 
investigation is ladies body is divided where the magazine publicist embedded a belief 
system of the body which empasizes the steady, young and ideal body over the genuine lived 
understanding of women. 
 
Chapter summary 
There has been an amount of past researches taht have been done in this field of study. 
This section covers the writing survey which were counseled in the overall regions of 
advertising language, stylistics, and the representation of women in feminist stylistics. . 
However, we also should give a focus on how women are potrayed in Malaysia context 

















3.1 Research design 
Reseach design in this study was qualitative research method. This method was 
chosen mainly due to the nature of the objective which deal with textual data collected in one 
of the social media which is Instagram. A qualitative study was appropiate which seeks to 
investigate how the language in the advertisement depicted women. Thus, for a descriptive 
analysis, a qualitative approach is more suitable instead of a quantitative approach since it 
intends to investigate and respond to questions that include philosophies, messages and 
convictions passed on by language to the general public (Jackson, Drummond. and Camara, 
2007). Attention was given in a detailed examination of the text so researcher can have a 
superior comprehension, and in the end give intrepretation ,clarification and explanation to 
the advertisement texts therefore this exploration configuration ws qualitative analysis 
utilizing textual analysis as a foundation. 
 
3.2 Sample & Sampling 
Purposive sampling was utilized in which tests that contain highlights and attributes 
that are of the enthusiasm to the researcher were chosen and subsequently empower 
destinations to be replied and defended. Therefore,  advertisements that convey meanings and 
intriguingness to women specifically were chosen for the study. Purposive sampling 
methodology results are more valid and reliable than findings that practiced through the other 
various sorts of inspecting (Neuman, 2006). The criterias for the data selection were i) Malay 
language facilitated advert, ii) Word count must be in between 50 - 200 words for each 
advertisements, iii)individual seller account have not less than 1000 followers (Refer to 
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appendix 1) Reseearcher does not limit the category of beauty product that are going to be 
analysed. A sample of approximately 150 Malay advertisement from various category of 
beauty product that are made by the individual seller on Instagaram were selected such as 
lipstick, mascara, beauty cream, slimming cream , women intimacy product and many more.  
 
3.3 Instruments 
Roused by issues concerning gender distinction and social bad form passed on through 
writings, there is a requirement for expressive examination to be performed from the 
perspective of a women's activist (Mills, 1998).  In spite of the fact that not many feminist  
analysis  of text gave findings on the abusive idea of writings towards women, feminist 
stylistics gives bits of knowledge and familiarity with basic messages, at last takes into 
account a point by point investigation of writings to be given that reveals how messages 
speak to and depict ladies specifically (Mills, 1998). Feminist stylistics proposes a system for 
the writings to be investigated from three distinct edges which is  word, phrase and discourse. 
Analysis at the word and phrase level involved the analysing of the stylistic features hat have 
been outlined by Verdonk (2002) while analysis at dicourse level will be follow Mills (1998) 
feminist stylistic theory.  In determining the category of the stylistic features reserarcher 
followed the definition by Verdonk (2002) and the example that have been analysed by Nur 
Syuhada Mohd Radzi and Mahfuza Musa (2017) in their study as an indicator identify the 
stylistic features. However there was modifications made in this study for the guidelines by 
Verdonk (2002) because researcher only focus on features which are compounding, blending, 
coinage, sexist words, sexual connotations, animal connottations, and male connotations. 
Next analysis at discourse level involved the analysis at fragmentation, characterization and 
schemata. All in all, this research means to explore female portrayal through publicizing and 
advertising language from the viewpoint of Mills' (1998) Feminist Stylistics. 
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3.4 Data collection procedure 
In analyzing the data the researcher looked for the data sources by looking at 
Instagram to find 150 Malay advertisements related to beauty product that have been posted 
by the individual seller on Instagram by using the hashtags (#) such as 'produk kecantikan 
malaysia', 'nak cantik', 'suamisayang'. Next the relevance of each advertisement were checked 
based on the criterias. All advertisements that were relevance with the criteria were 
screenshoted. An online image to text converter is used to convert the image into text so that 
advertisement text in the image format can be analysed into text. The collected advertisement 
texts were numbered accordingly. Then, a simple coding procedure were ensued on all the 
data to be analyzed . All of the data were analyzed  to identify the stylistic features which act 
as codes by following  the guidelines outlined by Verdonk (2002) and the identified codes 
were labelled using a series of marking symbols. Lastly, stylistic features were described and 
interpreted based on context. Once the stylistic features that contribute to the representation 
of female have been identified, they were grouped into a table of 150 datas with examples 
from the advertisement text and description . In the second stage, meanings were decoded and 
explained at discourse level. The stylistic features were analysed into three areas of analysis 
which is characterization, fragmentation and schemata by using the guidelines outlined by 
Mills (1998) After analysed, all the stylistic features that have been identified were grouped 





















Figure 1. Theoretical framework adapted from Nur Syuhadah Mohd Radzi and Mahfuza 
Musa (2017) in ‘A Feminist Stylistic Analysis of Female Representations in Cosmetic 
Names’ 
 
In light of Figure 1, the data analysis were led in two phases;1) identification , 
2)description and evaluation. Concerning the research questions, stylistic features that 
contribute to the women representation were examined using guidelines outlined by Verdonk 
(2002) . After  the stylistic features were distnguished, they were described and interpreted. 
All the stylistic features were analysed through discourse level in the description and 
evaluation stage to decode and clarified the meanings. Analysis of stylistic features at 
discourse level included analysis of charaterization, fragmentation and schemata based on 
Mills (1998) Feminist Stylistic. All in all, the beuty product advertisement were analysed 
Phrase level 
Feminist Stylistic 
               (Sara Mills’ 1998) 
Word level 
2. Desciption and  
evaluation stage  
1. Identification stage 









Obj 2: The overall 
representation of female 
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from the viewpoint ofMills' (1998) Feminist Stylistic that fills in as the principle 
establishment of this research. 
 
To answer objective one, researcher conducted two level of analysis.. First level  of 
analysis involve the stylistic features were identified in  in each advertisement. The collected 
advertisement text were numbered  as (Data 1, Data 2....). Next a simple coding procedure 
were ensued on all the data that are going to be analysed. The data were analysed  to identify 
the code (stylistic features) that contribute to the representation of women using the 
guidelines outline by Verdonk (2002). Lastly, the identified codes were labelled using a 
series of marking symbols. 
 
Table 1 
Coding for stylistic features. 
 
 















Examples in advertisement Words that 




CP 1 ‘ Mungilips Lip Maximizer 1st off all nak 
inform yang #mungilLips bukan lipstick 
ye ? Its a LIP MAXIMIZER !…’ 
mungilips mungil + lips 
3 ‘...Skincre skinelle kolagen ikan jerung 
ni, bru leh elok…’ 
skinelle skin + elle 
B 5 ‘...Tak mau la risau2 sayang. Trudolly 
&Vdolly by Fazura dapat bantu 
setelkan…’ 
trudolly true + dolly 
vdolly vagina + dolly 
6 ‘...Macam mana Calla Beautskin ini 
dapat membantu masalah kulit 
korang..’   
beautskin beauty + skin 
 
Second level of analysis involved the extraction of stylistic features and gathered 
them into a table.  Each data were analysed and all the stylistic features appeared in each data 
is counted. The column of each features that appeared in the data ws filled in the table (Refer 
to appendix 2). The frequencies of each stylistic features is calculated to identify features that 
have the highest and lowest frequencies by using the formula of total number of each stylistic 
features in advertisement divided by total number of each stylistic features. Then the amount 




Example of extraction of stylistic features. 
No of 
advertisement 
CP B C SW SC MC AC 
1 1  1 2    
2   1     
3 1      1 
4       1 
5  2      
6  1    1  
7  1      
8 1       
9 1       
10  1      
Total 36 19 16 218 53 59 11 
 
To answer objective two, researcher conducted level three of analysis where the 
features were discussed in context of feminist stylistic connotations by using  Mills (1998) 
feminist stylistic framework. Stylistic features were described and interpreted based on 
context . In the evaluation stage, meanings were decoded and explained at discourse level. 
The stylistic features were analysed into three areas of analysis which is characterization, 
fragmentation and schemata.  
 
Table 4 

















This research are more towards qualitative methods because it comprise of textual 
analysis. The analysis at identification level which involve the identyfying of stylistice 
features by using Verdonk (2002) stylistic features is valid to answer the objectives of the 
study. The analysis at description and evalution stage that involve Mills (1998) feminist 
stylistic show to what extent that the features contirubute to the representation of female in 
advertisement through the analysis at three areas which is fragmentation, characterization and 
schemata. Thus analysis at these three levels as a whole gave a brighter insight on what this 










1 mungilips mungil + lips Women are characterized through 
stylistic features. The weight for women 
to have remarkable excellence through 
words compounding  is observable. For 
example 'mungilips' meant the general 
public's view towards women  that they 
are relied upon to have 'mungil' (stout) 




RESULTS AND DISCUSSION 
 
4.1 Introduction  
The main objectives for this study were to identify the stylistic features used in the Malay 
beauty products advertisements on Instagram and to analyse the extent of these features' 
contribution to the representation of female. As mentioned in the methodology section of this 
study, data collection techniques were implemented via purposive sampling and textual 
analysis. The data was collected from observing advertisement post in Instagram made by a 
seller and after compilation, was analysed accordingly to stylistic features outlined by 
Verdonk (2002). There are a total of  seven stylistic features identified and the advertisements 
gathered are categorized according to the fetaures they relate the most to. The extracted 
advertisements texts originated from various posts made by seller from various categories of 
beauty products such as lipstick, blusher, eyeshadow, slimming cream, breast cream, etc. 
Only Malay advertisement were chosen as data however, a mixed of some English words also 
taken into consideration. A number 0f 150 advertisements texts were picked from Instagram 
account made by beauty product seller and the data were analysed in two stages. The first 
stage is identification where all the stylistic features were identified using the guidelines 
outlined by Verdonk (2002). Once the stylistic features are identified and distinguished, they 
will be described and interpreted in the second stage which is description and evaluation 
stage. In the second stage, all the stylistic features will be analysed through discourse level. 
Analysis of stylistic features at discourse level will include analysis of charaterization, 
fragmentation and schemata based on Mills (1998) Feminist Stylistic. Overall, the 
advertisements were examined from the point of view of Mills  (1998) Feminist Stylistic that 
fills in as the fundamental establishment of this study. 
31 
 
4.2 Selection of advertisement text 
In this section, the results from the content analysis will be presented. A total number of 
150 advertisements texts are selected with the criteria that have been decided beforehand by 
the researcher. The collected advertisement text were numbered accordingly. Then, a simple 
coding procedure were ensued on all the data that are going to be analysed . All of the data 
were analysed to identify the stylistic features that act as a code by following the guidelines 
outline by Verdonk (2002) and the identified codes were labelled using a series of marking 
symbols. Lastly, stylistic features were described and interpreted based on context. Once the 
stylistic features that contribute to the representation of female have been identified, it then 
will be put into a table of 150 datas with examples from the advertisement text and 
description. In the second stage, meanings were decoded and explained at discourse level. 
The stylistic features were analysed into three areas of analysis which is characterization, 
fragmentation and schemata by using the guidelines outlined by Mills (1998) .After analysed, 
all the stylistic features that have been identified were grouped according to characterization, 
fragmenttaion and schemata . 
 
4.3 Stylistic features (analysis at word and phrase level) 
El-Daly (2011) said that inferable from its predominant nature, a advertising text is 
viewed as amazing and inescapable tools which contain rich data to be analyzed. In 
advertising, the choice of language varieties influences how advertisements are structured and 
conveyed to the audience. Ezejideaku &Ugwu (2010) opines that the language of publicizing 
must be enlightening, informative, unmistakable, charming, influential and persusive.Thus, 
advertiser has their own style in writing advertisement text in order to make the text 
persuasive enough to attract their buyer to buy the product. Style might be viewed as a 
decision in choosing the linguistic device as deviation from the standards of language use, as 
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intermittent highlights of etymological structures, and as correlations. Style arises from the 
possibilities of choice among alternative forms.Since stylistics is the linguistic study of style 
in texts, in this research, the reseacher mainly is looking to the basic stylistic features in the 
advertisement text that concern more on the grammar, semantics, cohesion, coherence, 
foregrounding and so on and their practical criticalness for the translation or semantic 
connection of the text that add to the portrayal of female. 
 
4.3.1 Stylistic features to describe female 
Stylistic ffeatures are used by the advertiserto determine the style of text. In this study 
seven stylistic features had been selected to analyze the data which is compounding, 
blending, coinage, sexist words, sexual connotations,male connotations and anmal 
onnotations. This is to fulfil the first objective of the study; to identiy stylistic features used 
by the advertiser in Malay beauty product advertisement in Instgram, this is compeleted by 
basing on the rules recommended by Verdonk (2002) in recognizing styles of the texts. 
Below  is the table  of examples of stylistic features found in the advertisements: 
Table 5 









Examples in advertisement Words that 




CP 1 ‘ Mungilips Lip Maximizer 1st off all nak 
inform yang #mungilLips bukan lipstick 
ye ? Its a LIP MAXIMIZER !…’ 
mungilips mungil + lips 
3 ‘...Skincre skinelle kolagen ikan jerung skinelle skin + elle 
33 
 
ni, bru leh elok…’ 
8 ‘..Skincare Comelote 3in1 mampu 
mencerahkan kulit…’ 
comelote comel + lote 
B 5 ‘...Tak mau la risau2 sayang. Trudolly 
&Vdolly by Fazura dapat bantu 
setelkan…’ 
trudolly true + dolly 
vdolly vagina + dolly 
6 ‘...Macam mana Calla Beautskin ini 
dapat membantu masalah kulit 
korang..’   
beautskin beauty + skin 
7 ‘...TruConceal utk pilihan tone yg 
sesuai dgn kulit korang…’ 
truconceal true + conceal 
C 1 ‘Mungilips Lip Maximizer 1st off all nak 
inform yang #mungilLips bukan lipstick 
ye ? Its a LIP MAXIMIZER !…’  
maximizer      - 
2 ‘...Hari ni nak perkenalkan anda dengan 
krim siang deePeloles. Dalam set 
deePeloles ada 3 item. Krim Siang, Krim 
Malam dan Sabun…’ 
deepeloles      - 
17 ‘...MaVellous iaitu TrueDetox & 
GloWhite Gabungan formula Detox & 
Kolagen…’ 
mavellous      - 
SW 1 ‘...selepas lipstick or lipmatte untuk efect 
bibir kilat , mungil , sexy dan jelita..’ 
mungil , sexy       - 
15, 
 
‘...Menganjalkan dan meremajakan kulit  
Melembabkan dan menggebukan..’  
anjal , gebu/ 
gebus 
       - 
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142 ‘... mengetatkan Miss V memontokkan 
potongan badan kita…’ 
mengetat , 
montok 
     - 
SC 79 ‘...kurang bernafsu bila bersama suami? 
Kami ada penyelesaiannya... PUCUK 
HARUMNITA…’ 
bersama    - 
81 ‘...Mengeratkan lagi hubungan intim 
suami isteri…’ ‘…Memberi kepuasan 
sempurna setiap malam umpama malam 
pertama …’ 
hubungan intim  
, malam pertama 
      - 
82 ‘...Takut Cik Abg cari lain???? Susah 
climax?????Dewimanjer akan 
membantu…’ 
climax       - 
MC 6 ‘…Perempuan & Lelaki yang 
mementingkan kecantikan kulit…’  
lelaki / laki         - 
37 ‘..Cik Manja rasa best sangat harini. 
Sebab apa ?? Sebab dah amalkan rahsia 
pengikat kasih dengan AbangArjuna..’ 
abang , arjuna         - 
40 ‘...Hai bro sis! Dah hilang jerawat ke 
tu? Kulit muka dah gebu glowing ke 
belum tu?…’ 
bro       - 
AC 77 ‘...Trpesona apabila melihat aset mu yg 
bgtu menggoda. berbody ramping seperti 
kerengga…’  
kerengga      - 
86 ‘...Payudara dah jatuh x seindah 
dulu?meh sapu EBO EKSTRAK 




134 ‘...Boleh tak imagine kalo kita tak 
pernah terjumpa feminine wash ? 
Kepam Busuk Bau bangkai Hanyir 
Hamis Bau sotong…’ 
sotong       - 
 
In view of the consequences of the recurrence dispersion of feminiat styliatic, 
utilized,sexist words was the highest frequency of stylistic features (52.92%) of total counts. 
Male connotations and sexual connotations were popular at 14.32% and 12.86% respectively. 
Other repeating  stylistic features to inventively advertise beauty product items incorporate 
the utilization of words compounding (8.74%), blending (4.61%) and coinage (3.88%). The 
use of animal connotations (2.67%) recorded lowest frequencies making this features as 
advertisers’ least favorite in writing their advertisement text. Table below shows the 
frequency of stylistic features in the datas. 
 
Table 6 
Frequency of each stylistic features in the data 
Stylistic features Frequencies % 
Compounding                36         8.74 
Blending                19         4.61 
Coinage                16         3.88 
Sexist words 218         52.92 
Sexual connotations 53         12.86 
Male connotations 59         14.32 
Animal connotations 11         2.67 
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In view of the results of the frequency distribution of the  stylistic features used, 
sexists words was the highest frequency of stylistic features (52.92%) of total counts. This 
shows in general that stylistic features dissected in the corpus do present  female 
stereotypically.Rather than invented a new terminologies to attract women’s to buy the 
products, advertiser instead using words that are sexist to invoke feeling of inadequancies in 
women. Sexist words appear as the highest frequency of stylistic features because advertiser 
use invoking inadequacies technique in their advertising language to attract women to buy 
their products. This is coherence with the study made by Kaur, Mohd Yunus and Arumugam 
(2013) that investigate on the consumption of language in beauty advertsisement and 
techniques used by advertiser to control and impact their clients. This demonstrates the 
situating of women in the general public stays optional and at the state below men because 
women  are contrarily and wrongly alluded as advertiser used sexist words rampantly in their 
advertisements. Study made by Habiba (2010) also confirmed that advertiser use language 
that potrayed woman as sexual object that ready to satisfy men’s sexually. Sexist words l like 
‘play’and ‘naked’ are heavily used in beauty advertisement in magazine. This show that 
advertiser not only used language to promote notion of sexuality in magazine, but also in 
social media Instagram. 
 
Besides, the findings of stylistic features suggest advertisers ' ability to control the 
advertising and marketing industries has been limited. Even though it's not easy to influence, 
it's even harder to make a long-lasting impression. Therefore, commercial text is carefully 
crafted to build effect through creative wordplay, a touch of sensuality and sexual 
innuendoes, in particular because of the sale of sex and intercourse. In this manner, 
advertising text is deliberately made to fabricate impact through imaginative wit, a bit of 
erotic nature and sexual innuendoes, specifically in light of the offer of sex and intercourse. 
37 
 
Thus, advertiser used technique of inventing new terms which is compunding, blending and 
coinage to attract women to but the product. Through these stylistic features shows that the 
pressure for women to possess outstanding beauty is noticeable. The utilization of recently 
built and innovated wordings and terms likewise suggests refinement and headway in 
innovation n. Such imaginative intnovation  of an item is critical and beneficial basically in 
light of the fact that "purchasers are constantly pulled in to development" (Jaganathan, Mayr 
& Nagaratnam, 2014). In advertising, advertiser did the marking and create item naming 
reach out past the word decision because they wanted to promote their product and to impart 
their image esteem. All things considered, brands with concrete and alluring idea that address 
consumers'personality and passionate viewpoints took into consideration individual 
relationship to be made.Such words that are utilized in the advertisement emerge a disgrace 
where women are potrayed negatively. Thusly, this results show that it may not be an 
amazement to discover that a great deal of sponsor utilize provocatively named with 
awkward and scandalous terms that potrayed lady in a baad way 
 
4.4 Representation of  female in advertisement (analysis at discourse level 
There are several females representation which the text demands from the reader. 
Based on the guidelines outlined by Mills (1998), in analysing female representation at 
discourse level there are three themes that reseracher look at which is fragmentation, 
characterization and schemata.The features that donnates fragmentation are sexist words. In 
terms of characterization, the stylistic features that draw on the streotypical knowledge when 
presenting information about female are compounding, blending and coinage. In analysing 
schemata, it is found that stylistic features that draw on this is male connotation, sexual 
connotation and animal connotation.  Table below shows the sample analysis of 



















1 mungilips mungil + lips Women are characterized through 
stylistic features. The weight for women 
to have remarkable excellence through 
words compounding  is observable. For 
example 'mungilips' meant the general 
public's view towards women  that they 
are relied upon to have 'mungil' (stout) 
lips whenever beauty is concerned 
14 dramaqueen drama + quuen Through the names of their products 
women are characterized as drama queen 
that wants to seek attention from  men, 
thus by applying the product its 
symbolize that women can have men’s 
attention.   
82 dewimanjer dewi + manjer 
(‘manja’) 
The insistent female subjugation where 
women are referred to derogatively with 
opprobrium terms and that is why term 
‘dewimanjer’ that show women are 
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16 trushape true +shape Trueshape' inspire wants and develop the 
perfect excellence picture for women 
cause it have certain traits that women 
might want to have for themselves which 
is alluring body shape. ‘Trueshape’ carry 
meaning that women should have to be 
skinny, but not too skinny, with curvy 
body shape while maintaining a flat 
stomach.  
58 kdoll korean + doll ‘Kdoll’ trend has made an outbreak since 
it aligned with K-beauty trend that 
emphasizing on doll look. Thus, 
advertiser claimed their product can make 
women look like a doll whenever they 
apply the product. 
79 harumnita harum + wanita ‘Harumnita’ suggest that women should 
take care of their vaginal scent to attract 
men to them. This term referring to  
women  genital partjust as sexual 






C 25 sixsay    - This term created by advertiser to show 
that women should be sexy and have 
alluring physique in order to catch men’s 
attention. This wrong portrayal of women 
makes the public make it a common 
practice in the society thus making 
treatments to women will never improve. 
34 qurose    - ‘Qurose’ term show that advertiser 
insinuate in women that they should have 
hourglass body shape where you have flat 
stomach, thigh gap and curvy. This is the 
ideal standard of women’s body shape 
and every women must have body shape 
like this in order to make men attarcted to 
you. 
99 begeboo    - This term reflected that if women 
consume the products, they will have  a  
baby skin  which is  fluffy, flawless, soft 
and pinkish. This is women ultimate skin 
goals thus advertiser convinced womeb f 
they consumed the products they will get 












SW 1, 30 mungil , sexy The terms ‘sexy’ and ‘mungiil’ referring to 
the female body parts which is lips. Lips are 
one of the fragmented parts for women but 
mean instead are often descripted in their 
whole body parts not only just one 
fragmented part. 
31, 69 mungil , gebu 
 117 tegang , bergetah All of the terms used referring to the female 
body parts which is breast. Thus, here 
indicates that women are often fragmented 
into into anatomical elements. 
108 menggelambir, kendur 
78 montok, seksi, kecut , 
kendur 
The terms ‘mantop’,‘montok’, 
‘skinny’,‘gebu’ and‘anjal’ referring to the 
female body. By using all these terms, 
advertisers instill in women that women 
should have a body that is fragmented by all 
these term 
93 tegang , lembik 
 119 londeh, anjal 
 
Table 9 










SC 79 bersama In analysing schemata of advertisement 
text, women are often potrayed as sexual 
object that are used to satisfy men. For 
instance, ‘malam pertama’, ‘pengantin 
baru’ and ‘orgasme’ are examples of how 
women are depicted as sex objects. Such 
explicit terms a shows that the treatment 
towards women were done with no 
respect. 
81 hubungan intim  , 
malam pertama 
90 klimaks, malam 
pertama, pengantin 
baru 
91 bersama , ereksi 
MC 6, 30, 65, 68, 
146 
lelaki In analysing advertisement text, 
advertiser always used male connotations 
such as ‘abang’, ‘lelaki’ and ‘suami’ that 
shows the position of women are always 
in the presence of men. Advertiser try to 
invoke inadequacies in women especially 
in intimacy product of husband and wife. 
37 abang , arjuna 
40 bro 
AC 77, 78, 80 Kerengga 
 
‘Kerengga’ term connote the meaning 
that every women should have  a body 
like a'kerengga' which is thin and sexy.  
Term 'kerengga' are intends to deride 
women as marganalised class, and the 
reality women  is set apart in refernce to 
animals in which the class is set beneath 
people in the various leveled association 
is a demonstration of joke or deprecating. 
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86 Belacak ‘Belacak’ used by advertiser to 
comvinced women that if they used the 
product it will enhace their breast and 
butt size because  ‘belacak’ is 
traditionally used especially in sexual 
activity.  
134 Sotong ‘Sotong’ is used by the advertiser to 
potray women genital’s are that are 
smelly. Women ough to have pleasane 
genital appearance and smell in to satisy 
men sexually. Thus advertiser insinuate 
in married women especially that they 
have to take care of their genital part or 
else their husband will stray away. 
 
Findings of reprsentation of women in beauty product advertisement in Instagram 
were made using Sara Mill’s (1998) feminist stylistic that focused on fragmentation, 
chararcterization and schemata. Eventhough this theory focused on discourse analysis 
however there is modification in this theory made by reseracher where in discourse analysis it 
mainly looked at image as one of the components but in this reserarch, researcher will only 
focus on advertisement texts only without lookig at images that came along with the 
advertisements. 
 
In terms of characterization, the stylistic features that draw on the streotypical 
knowledge when presenting information about female are compounding, blending and 
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coinage. Based on characterization, it can be seen that women are characterized by the 
creative labels created by the advertisers in their advertisements; such as 'mungilips', 
'dewimanjer' and 'dramaqueen'. These newly created labels allude a woman that is either 
bossy, overly dramatic or seductive.  Besides it shows the advertiser try to characterize 
women by how an ideal women with standard beauty should look like.  
 
Next, the findings on fragmentation shows that stylistic feaures that donates in this 
notion is sexist words. Sexist words are used rampantly by the advertisers to connotes women 
body parts that are often fragmented in the advertisements. In the table, advertisers used 
terms such as ‘montok’, ‘tegang’, ‘mungil’ and ‘bergetah’ used by the advertiser to 
fragmented women body parts such as breast, lips and butt. Instead of directly using words 
‘breast’ and ‘butt’ they used such terms to attract women to buy the products. It can be seen 
here that advertisers used such terms to invoke inadequacies in women. This terms carry 
certain ideology of what constitutes the ideal body types of women such by having a 
‘montok’ breast and also ‘bergetah’ butt.  
 
The findings in relation to  schemata shows the stylistic features that donate into this 
analysis are sexual connotations, male connotations and animals connotations. Since 
schemata works over a wide scope of text and underneath of it, thus what can be conclude are 
through stylistic features of sexual connotations women are often potrayed as sexual object 
that are used to satisfy men. For instance, ‘malam pertama’, ‘climax’ and ‘orgasme’ are 
examples of how women are depicted as sex objects. Such explicit terms shows that women 
are treated with no respect.  Besides, in stylistic features of male connotations also it can be 
seen that advertiser always used male connotations such as ‘Cik Abg’ ‘lrlski’, ‘arjuna’ and 
‘bro’ that shows the position of women are always in the presence of men. In each 
45 
 
advertisement there is always connotaions of men thus it shows that women are depending on 
men and willing to do anything just to attract men. For married women, advertiser try to 
invoke inadequacies in women especially in intimacy product of husband and wife because 
women need to appear beautiful so that their husband would not stray away. Animal 
connotations also are used by the advertiser in their advertisement. For example, advertiser 
use ‘kerengga’, ‘belacak’ and ‘sotong’. ‘Kerengga’ for instance connote the meaning that 
every women should have a body like a 'kerengga' which is thin and sexy. Term 'kerengga' 
are intends to deride women as marganalised class, and the reality women  is set apart in 
refernce to animals in which the class is set beneath people in the various leveled association 
is a demonstration of joke or deprecating. This findings prove the metaphor made by 
Rodriguez (2009) that stated  ‘People are Animals’ thus it implied women are is the sane to 
animal in terms of  their habit and characteristic. This sows that the representation of women 
always in correlation with negative connotations. 
 
4.5 Discussion 
The study aimed to observe the use of language in Malay beauty product 
advertisements by online sellers on Instagram and how language contributes to depiction of 
women in the light of feminist stylistics. Thus, through the above findings at the word, phrase 
and discourse level (from stylistic features and  also the representation of female in 
advertisement), there are many issues that can be summarized. This section further analyses 
and compares the collected findings.  
 
There are five notions in relation to the findings of representation of female in the 
advertisement. Since past research is notably skewed towards two clusters which is gender 
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potrayals in advertisement and language in advertising thus this reasearch are going to fill the 
research gap by providing five notions that answer the research aim and objectives. The first 
notion is the use of language in advertising emphasises the societal standard of a woman’s 
beauty. It can be concluded that advertisers use various stylistic features to attract women 
because it is ideologically contested. Such words and terms carry certain ideology of what 
constitutes beauty and  portray how one should look in order to be acceptable as part of this 
ideal woman especially in Malaysia’ s environment. This results concurred with the findings 
made by , Brown and Knight (2015) that examined 710 advertisements from two prominent 
Australian women’s magazines with the aimed to examine how women are being potrayed in 
magazine advertisement. Based on this study, the researcher found that the term ‘anti-aging’ 
present in a great numbers and this convey a message to women that aging is indecisive aand 
forgivable. Thus,only by using these kind of terms, advertisers succeeded to manipulate nd 
triggered women thus , inflicting a sense of insufficiency in women  to which 
they subsequently respond by using and buying the advertised products to cure the ageing 
problem because in beauty standard aging is something that must be avoid. 
 
Second notion is the invention of new terminologies utilises the societal prescription 
of beauty to attract women consumers. The results revealed that advertisers  seem to imply in 
women tha if they want to be attractive they should have face like a doll, 'v'-shaped face and 
flawless. Such terms such as 'vdoll' , 'mukapatung'  and 'deepeloles' are the examples of 
invented and innovated terms that are used by advertiser to attract women whom are beauty 
addict to buy their products. The result of the present study also confirm with the findings in 
Jaganathan, Mayr & Nagaratnam (2014) that aimed hat aimed to examine the 
rhetorical units and language equivalence used in the English and German print 
advertisements. A comparative investigation of three cars print commercials which are 
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Mercedes Benz, BMW and Volkswagen from the German and Malaysian English 
dailies was accomplished utilizing Toulmin‟s model to distinguish the contentions and the 
expository rhetorical factor utilized in the advertisements..The end result of 
the study confirmed that advertisers used of newly constructed terminologies 
to imply sophistication and development for this reason such unique presentation of a product 
can give a profit and worthwhile actually because buyers are continually attracted to 
innovation.This study however only focused on the language used in print advertisement 
without skewed towards the representation of women in advertisement, thus this research has 
already fill the reserach gap. 
 
Third notion is the use of language and animals to carries a stereotypical identification 
of women. Advertiser  used the relation to animal in describing women’s characters. The use 
of animal in advertisement connote that there are ability to disparage women  as marginalised 
group, but  the truth that the focused consumers are women  and always marked to animal in 
which the class  is placed under humans’ is just an unacceptable acts. The use of animals 
methapor in the representation of women in advertisement also found in Nur Syuhada Mohd 
Razi & Mahfuza Musa (2017). Their research investigated how advertising language in 
potraying gender from feminist perspective. This study focused on 100 cosmetic names from 
advertisements made in cosmetic website which is ‘Sephora’ and ‘ Skin Deep’ using 
purposive sampling. This study analysed names of cosmetic product that were broke down in 
this investigation comprise of magnificence items in these classifications which is eyes,lips, 
face and nails. Based on the findings it mentioned one traditional way in 
potraying women  in advertisement by  animal behaviour due to the fact human 
beings assemble their social existence using their information of the  world  Eventhough 
study mde by Syuhada Mohd Razi & Mahfuzah Musa (2017) already touched on language in 
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advertising and gender potrayal in advertisement however this study only look international 
context without further analysis how women are bing potrayed in Malaysia itself, thus the 
present study has already filled the research gap by analysing advertisements made by Malay 
beauty products advertisements. 
 
Forth notion that can be concluded from this research is the use of language to foster the 
sexualisation of women’s anatomy. Through discourse analysis, it is found that women are 
often fragmented into anatomical element . Advertiser rampantly used sexual innuendos 
referring to refer to women’s private part. For instance, the words 'kendur', 'ketat', 'montok' 
and 'mungil'. Advertiser also used terms to refer to sexual activities such as the terms 'malam 
pertama', 'orgasme' and 'climax' that suggests female sexual availability. The fragmentation of 
women body parts through the words used in advertisements was also found by Habiba 
(2010) that stated woman are potrayed as sexual objects that are ready to satisfy men’s 
sexually.  Habiba (2010) found that advertiser use language that potrayed woman as sexual 
object that ready to satisfy men’s sexually. Words like ‘play’and ‘naked’ are heavily used in 
beauty advertisement in magazine. This study analysed advertisements that are collected from 
eight British women magazines. Analysing of data is basing on textual analysis that examine 
words and vocab used. Such words that are used in the advertisement arise a stigma where 
women are potrayed negatively. Therefore, it can also not be shocked to know that a lot of 
advertiser use  termed that are provocative that gave a negative portrayal towards women.  
 
The last notion is the use of language to emphasise on men-centered self-improvement. 
From the findings, it shows that women was frequently centered around men. For instance, 
the term 'cik abang', 'suami', 'boyfriend' are used by the advertiser to insinuated the need for 
women to transform themselves from mundane objects into highly desirable products so that 
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men will be attracted to them and will love them more. The term also connoted women’s are 
depending on men as well as always seek for men’s admiration and love. These findings were 
also similar with Cobbaert (2019) that investigate the relations between representations of 
gender and sexuality in 74 Australian alcohol advertisements by using content analysis and 
semiotic analysis. Her findings showed that thirty percent of advertisements featuring only 
women use this representational technique, as opposed to five percent of images of men. This 
portrayal, conveying women’s bodies as being fragile, draws on women’s perceived need for 
assistance due to lack of autonomy, and reliance on men for economic stability and physical 
protection. Study made by Cobbaert (2019) however focused on both gender without 
emphasing on representation of women alone thus this reserach tend to fill the gap by looking 
at how women are being potrayed in advertisements. 
 
4.6 Summary 
 From the results, it can be summarized that the most apparent theme in 
the advertisements  is the perfect and ideal appearance or  look for women so that they can 
attract and satisfy the male’s gaze. Through the findings of stylistic features and the 
representation of women in advertisement it can be seen that the choice of words suggest te 
way of thinking that are patriarchal where women are erceived and treated as deprecate class. 
Based on how women are potrayed in the advertisement, it expose ttat undoubtedly our 
society and culture are still practicising wat is called as patriarchal system. As further 
research needs to be conduct in order to deeply investigated whether or not position of 
women in Malaysia society will changed or not, this research can ultimately be a starting 
point to that. Thus, publicizing and advertising act has to be improved so that the women’s 





                                 CONCLUSION  AND RECOMMENDATIOS 
 
5.1  Introduction  
This chapter summarizes the present study as well concludes the results. It also 
provides recommendations for possible future researches and implications of the findings. 
The chapter ends with a concluding remarks.  
 
5.2  Summary of findings  
The current study aimed to examine the use of language in Malay beauty product 
advertisements by online sellers on Instagram and  how language contributes to depiction of 
women in the light of feminist stylistics. Focusing on the sellers and anchored on the feminist 
stylistic framework, the objectives of this research were:  
1. To identify the stylistic features used in the Malay beauty products advertisements on 
Instagram. 
2. To analyse the extent of these features' contribution to the representation of female. 
The conceptual framework of this research used feminist stylistic analysis point of view. 
Feminist stylistic analysis is concerned not exclusively to depict sexism in a text, yet 
additionally to break down the way that perspective, agency, metaphor, or transitivity are 
surprisingly firmly identified with issues of gender. Thus, this research tends to investigate 
the way of the Malay beauty product advertiser employed stylistic features highlights which 
explicitly venture female and how the way readers advertly or inadvertly distinguish explicit 
gendered meaning in advertisement by applying Mills (1998) feminist stylistics. The research 
used qualitative research design because it comprise of textual analysis. The analysis at 
identification level which invlove the identifying of stylistic features by using Verdonk 
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(2002) stylistic features is valid to answer the objectives of the study. The analysis at 
description and evaluation that involve Mills (1998) feminist stylistic show to what extent 
that the features contirbute to the reprsentation of female in advertisement through the 
analysis at three areas which is fragmentation, characterization and schemata. The analysis at 
the evaluation stage by using Mills (1998) feminist stylistic as a whole give a brighter insight 
on what this reasearch aims to find. 
 
The findings from all the techniques cited above showed that advertising language 
have unique features featuring types of fascinating stylistic residences consist in it. The 
findings of stylistic features revealed a annoying pattern of oppression in opposition 
to women. The findings additionally indicated how the standards and expectations  that the 
society uses to efine a ideal type of women woman: which are by having flawless 
beauty, desirable body shape and attractive appearance. Advertisement not oly function to 
sell product but through the language tat are impavtful it has 
overt innocent position of selling a product and put into creating ideology. Thus, by selling a 
false representation towards women through the use of the language in thei 
text,advertisement may lose its functions altogether to instill confidence and empower 
women and as the effect women  will continuosly viewed only in in terms of their  body 
figure, character, sexual availability and their reference to men. Moreover, this 
findings also  showed our society nowadays are practising something that is not rigt which 
revolve around ‘male acknowledgement’, ‘male focusness’ and ‘maleautonomy and 
domination’ in reference towards women. This practice should be stop because the society 





5.3 Implications of findings 
In this section, researcher will explain how results from the finding can be used to 
solve practical problems by two parties which is advertiser and female community in 
Malaysia. Implications from this research  can be listed in three notion which are theory, 
practice, and public policy.In theoretical point of view, this study discovered how women are 
being potrayed in Malay advertisement in social media Instrgram that is important especially 
for female community in Malaysia. Based on the findings, it shows that women are depicted 
as sexual objects, made for men’s admiration and others. This research aims to examine the 
use of language in Malay beauty product advertisements by online seller on Instagram and 
how language contributes to depiction of women in the light of feminist stylistic.  
 
The findings in relation to objective one offered a type of language used by advertiser 
in advertisement in potraying women. The findings showed that advertiser used newly 
invented terms to potrayed women in a streotypical way such as sex objects, animals 
reprsentation and are made for male admiration. Future research should look into the 
consequences made by advertiser that used newly invented terms in potraying women 
negatively. Also findings in relation to objective two looked at the reprsentation of women in 
Malay beauty advertisement not been widely discussed in the literature.  
 
It is important to note that past research  reside in two theories to explain female 
portrayals in advertisements. Either stylistic features theory by Verdonk (2002) and Mills 
(1998) feminist stylistic theory was used by past researchers to explain this phenomenon. In 
this current study, researcher aimed to combine these two theories together to explain how 
women are reprsesented in an advertisements. Results from the findings showed that 
advertisers rampantly used stylistic features in their language of advertising to potrayed 
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women negatively. Future research should look into how advertiser empowering women in 
their advertisement instead just looking at how they used their language to connote women 
negatively. The findings of the present research can be used by the future research to compare 
and see whether the situation  of advertising in Malaysia is still the same or moving towards 
women empowerment. This research also has important implications for those engaged in 
advertising. Introducing a typology of how women are being potrayed in advertisement can 
build a well-informed, self-assured and confident female community in Malaysia. 
Globalisation instrumentally the internet will spread the values and beliefs rapidly to almost 
all parts of the world. As this study will uncover the female representations and embedded 
agendas prescribed in the Malay beauty product advertisement on Instagram, it will therefore 
highlight the elements of manipulation used in the advertisements. 
 
From a public policy viewpoint, this research has significant influence especially on 
women’s issues. Since the society are moving towards the women empowerment thus the 
findings hope to encourage and inspire women especially in improving their status in the 
society so that they will not be treated below men. The findings also hope to give awareness 
and exposure for women so that they will alert with the current situation at how advertiser 
using their language to represent women in a negative ways . 
 
5.4 Directions for future research  
The present study was conducted on a sample of 150 Malay beauty products 
advertisements in Instagram. Eventhough the sample size is suffiecient to answer this aim and 
objective of the present study, but  it may not be practical to generalize the findings to the 
whole population of the Malay advertiser , Malaysia’ society themselves or even across the 
world. Therefore, further studies should be carried out on a larger scale in others platforms 
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other than social medias such as google ads, facebook ads and twitter ads because it will help 
the other findings to get more valid and reliable results. 
 
Also, future researches may consider conducting comparative study between other 
fields not only beauty product but also can looks on other categories such as clothing, 
toiletries and grooming products and make comparison how women are repesented in 
advertisement in Malaysia and other coutries. This would provide a more focused and 
comprehensive view on the influence of advertising language features breadth and depth in 
viewing women representation in the advertisement. Morever, thinking 
about the beginning of semiotics study and the advancement of using visuals in the print 
advertisements also supply mediums on how pictures  and texts can relate to each other in 
semantic point of view to find prescribed meaning underlying the 
advertisements.Future studies can conduct a research on multimodal analysis and 
discourse analysis of text and picture in analysing the reprsentation of women in 
advertisements and not only focus on current method on analysing advertisement text which 
is by using textual analysis only 
 
5.5  Conclusion 
Despite its limitations, the findings do suggest some valuable information which is the 
importance of  the stylistic features as one of the language tools used by the advertiser to 
potrayed women in a right way. This study is derived from the need to find the stylistic 
features and how ths extent of these features to contribute in the representation of female. 
This issues has caught an eye for recent years, resulting man studies had  been done in 
analysing the portrayal of women in advertisements. However, there were very minimal study 
done in identifying styling features contribution to female representation especially in Malay 
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advertisement that used Instagram as a platform.This study is able to provde the current 
situation of how women are being potrayed in advertisemnents text in Malaysia. On the other 
hand, this reserac has not only filled the existing gaps but also contributed to an increased 
understanding on how stylisic features is used in advertisement especially ti create awareness 
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CP B C SW SC MC AC 
1 1  1 2    
2   1     
3 1      1 
4       1 
5  2      
6  1    1  
7  1      
8 1       
9 1       
10  1      
11  1      
12 1       
13 1       
14 1 1      
15  1  2    
16  1      
17  1 1 1    
18 1 1  1    
19 1       
20 1   1    
21    2    
22    1    
23    1    
24    1    
25   1     
26   1 1    
27 1       
28    1    
29    1    
30    2  1  
31    2    
32 1   1    
33 1   1    
34 1  1 1    
35 1       
36 1       
37 1     2  
38    1    
39    2    
40    2  1  
41    2    
42    5    
43    1    
44    2    
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45    1    
46    1    
47 1   2    
48    2    
49    1    
50    1    
51   2     
52  1  1    
53 1   2    
54 1   2    
55    3    
56  1      
57  1  1    
58  1  2    
59 1      1 
60 1   2    
61 1   2    
62      1  
63    3    
64  1      
65   1 1  1  
66    1    
67    1    
68    1  1  
69    2  1  
70    1    
71    1    
72    2    
73 1   2    
74    1    
75    2    
76   1 1    
77    2  5 1 
78    8  1 1 
79  1   1 1  
80 1      1 
81    5 2 1  
82 1   1 1 1  
83   1 2    
84    8    
85  1  1    
86    7   1 
87      1  
88  1      
89    2  1  
90    2 3 1  
91     2   
92     3 1  
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93    3   1 
94     3 2  
95     1 2  
96 1    3   
97    1 2 2  
98    1 1 1  
99   1 3 1   
100    1 3 1  
101    1 1 2  
102     6   
103    1 2 1  
104     3 1  
105   1 1   1 
106   1 2    
107    3  1  
108 1   2    
109 2     1  
110    2  1  
111    2 2   
112 1       
113 1   2    
114    2  1  
115     1 1  
116 1   1  1  
117    5 1 1  
118      1 1 
119    6  1  
120    1  1  
121    2 1   
122    4 1 2  
123    1    
124    2 1 1  
125      1  
126    1    
127    1  1  
128    2    
129    2    
130    1  1  
131    2    
132    2    
133    2 1   
134       1 
135    2  3  
136 1   2    
137   1 2    
138   1     
139 1   3 1   
140    2    
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141    2 1 1  
142    2    
143    6    
144    1  1  
145    5    
146    1 2 1  
147    2  1  
148    4    
149    5  1  
150 1    3 1  
Total 36 19 16 218 53 59 11 
 
